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ABSTRACT
ABSTRAK
Penelitian ini bertujuan untuk mengetahui pengaruh perceived entertaiment dan norma subjektif terhadap word of mouth dengan
kepuasan konsumen sebagai pemediasi pada konsumen mobile shopping kota Banda Aceh, Aceh. Metode penelitian ini
menggunakan google form sebagai instrumen penelitian. Sampling jenuh dan purposive sampling digunakan sebagai teknik
pengambilan sampel. Metode analisis PLS (Partial Least Square) digunakan sebagai metode analisis untuk mengetahui pengaruh
dari variabel-variabel yang terlibat. Hasil penelitian ini menunjukkan bahwa perceived entertaiment berpengaruh positif dan
signifikan terhadap word of mouth, norma subjektif berpengaruh positif dan signifikan terhadap word of mouth, perceived
entertaiment tidak berpengaruh positif dan tidak signifikan terhadap kepuasan konsumen, norma subjektif berpengaruh positif dan
signifikan terhadap kepuasan konsumen, Perceived entertaiment berpengaruh negatif terhadap word of mouth dengan kepuasan
konsumen sebagai mediasi, serta norma subjektif berpengaruh positif dan signifikan terhadap word of mouth dengan kepuasan
konsumen sebagai mediasi.
Kata kunci: Perceived Entertaiment, Norma Subjektif, Kepuasan Konsumen, Loyalitas Konsumen, Word of Mouth.
ABSTRACT
This research aims to determine the effect of perceived entertainment and subjective norms on word of mouth with consumer
satisfaction as mediation in the mobile shopping consumers of the city of Banda Aceh, Aceh. This research method uses the google
form as a research instrument. Saturated sampling and purposive sampling are used as sampling techniques. The PLS (Partial Least
Square) analysis method is used as an analytical method to determine the effect of the variables involved. The results of this study
indicate that perceived entertainment has a positive and significant effect on word of mouth, subjective norms have a positive and
significant effect on word of mouth, perceived entertainment does not have a positive and insignificant effect on customer
satisfaction, subjective norms have a positive and significant effect on customer satisfaction, perceived Entertainment has a negative
effect on word of mouth with consumer satisfaction as mediation, and subjective norms have a positive and significant effect on
word of mouth with consumer satisfaction as mediation.
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